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Tämän opinnäytetyön tarkoitus oli luoda opas sosiaalisen median hallinnoimiseen case 
yritykseen. Se toteutettiin, sillä tarve yhtenäiseen ohjeistukseen sosiaalisen median 
markkinointiin huomattiin paikallista sosiaalista mediaa hallinnoidessa. Yrityksellä on 
useita paikallisia sosiaalisen median tilejä, ja huomattiin etteivät kaikki toimi brändin 
eduksi. Syyn tähän oletettiin olevan tiedonpuute.  
 
Tutkimus toteutettiin kvalitatiivisena tapaustutkimuksena. Tutkimukseen sisältyi 
haastattelun lisäksi aiheen tarkastelu yrityksessä työskennellessä. Valittuja työnteki-
jöitä haastateltiin vuoden 2018 alussa. Haastattelu toteutettiin teemahaastatteluna ja 
valittu toteutusmenetelmä oli WhatsApp -keskustelu. Haastattelussa oli 8 vastaajaa ja 
se osoittautui menestyksekkääksi, sillä kerättyä dataa oli paljon ja vastaukset olivat 
relevantteja tutkittavaan aiheeseen. Kerätty data analysoitiin haastattelussa käytettyjen 
teemojen avulla.  
 
Tutkimuksen tutkimuskysymyksiin saatiin vastaukset ja niiden pohjalta luotiin opas 
sosiaalisen median hallintaan. Tutkimuksesta saatiin tulokseksi myös kehitysehdotuk-
sia yritykselle edelleen kehittää paikallisen sosiaalisen median hallintaa sekä työnte-
kijöiden sitoutumista ja motivaatiota paikallisten tilien ylläpitoa kohtaan. 
 
 
   
 GUIDE TO SOCIAL MEDIA MANAGEMENT – CASE CUBUS 
 
Rönkkö, Sanni 
Satakunnan ammattikorkeakoulu, Satakunta University of Applied Sciences 
Degree Programme in International Trade 
April 2018 
Supervisor: Blue, Riitta  
Number of pages: 53 
Appendices: 3 
 
Keywords: social media, marketing, guide 
____________________________________________________________________ 
 
The purpose of this thesis was to create a guide to local social media managers in the 
case company. It was conducted as the need for unified instructions and a guide for 
social media marketing was noticed during the management of local social media. 
There are multiple local accounts in the company and it was noticed that not all of 
them work in the favor of the brand. The main reason behind it was thought to be the 
lack of information and knowledge.  
 
The research was implemented as a qualitative case-study. The research included in-
spection of the matter inside the company along with the interview. Selected employ-
ees were interviewed in the beginning of the year 2018. The interview was conducted 
as a theme interview and it was implemented using WhatsApp as a platform. There 
were 8 respondents to the interview and it was proven successful as the amount of data 
was large and the answers were relevant. The data was analyzed according to the 
themes that were used in the interview.  
 
The research questions of this thesis were answered and the outcome of it was the 
guide to social media management. Some improvement suggestions to the company 
were found out during the study, to further improve the local social media management 
and the commitment and motivation of the employees managing the local accounts.  
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1 INTRODUCTION 
Social media marketing plays a big role in marketing world today. As it is important 
that all the marketing of the company follows a mutual style to strengthen the brand, 
it is important to have unified guidelines and clear objectives for all the marketing, 
especially when there are multiple people managing the different channels of it. As the 
social media is the playground of the consumers, the managers of the social media 
accounts should know how to work as a brand ambassador, without causing havoc in 
the world of social media. As anything can go viral, all the contents uploaded to the 
social media accounts should be in favor of the company and the brand. 
 
This thesis studies what should the local social media managers know to be able to 
provide the company’s brand image the support that the local accounts are meant for. 
The information and conclusions gathered will be utilized in the implementation of the 
guide to social media management for the local accounts. The guide will include in-
formation on how and what to upload to the social media, in the style of the company 
and following the values and objectives of it. 
 
With the information this thesis will provide, the employees of the company that man-
age the local social media accounts will be able to manage them in a way that will 
strengthen the brand image. It will also help the employer to know what could be done 
to increase the motivation and commitment of the employees towards the task what is 
social media management.  
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2 BACKGROUND OF THE STUDY 
2.1 Purpose and Objective of the Study 
The purpose of this study is to create a tool for local social media managers in Cubus, 
to help them in their work. The tool is a guide which will include an orientation to the 
basics of marketing and social media marketing and some technical instructions to the 
management of the social media platforms. The need for the guide can be seen in the 
current situation of the social media presence of the local Cubus Stores as the quality 
is very uneven between different accounts. The purpose is to strengthen the brand of 
Cubus by getting the local social media accounts to follow mutual style. If the accounts 
can be acknowledged by the consumers to be part of a bigger whole, it will in turn 
strengthen the brand of the company, as social media presence is an important part of 
the marketing of the company. It is important that the individual accounts can be 
clearly associated to the company that they are promoting, to create positive visibility 
to the company. (Kotler, Armstrong, Harris & Piercy, 2017. 144-146, 233, 243-252.) 
 
The objective of this study is to create the Guide to Social Media Management. This 
guide will be beneficial to both the employer and the employees, as it will make the 
management of the social media accounts easier, faster and more unified in style. It 
will be implemented according to the values of the company and it will reflect the 
culture inside the company.  
 
The research questions of this study are; What should be known when doing social 
media marketing? What should the local social media manager know? What kind of 
things does the company emphasize in its marketing and what does it require from the 
social media manager? Along with answering these questions, this study will include 
a practical task of creating the Guide. 
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2.2 Theoretical Framework  
 
 
Figure 1. Theoretical Framework  
 
The theoretical framework (Figure 1.) is formed to support the structure of this thesis, 
it follows the main concepts of the theoretical part to demonstrate the connection be-
tween chosen theories.  
 
As seen on the Figure 1., the first main chapter of theory is the Basics of Marketing. 
That main chapter is divided to two subchapters as the basis for all business and mar-
keting is the business mindedness, for the employees to create profit for the company. 
The thesis will start by considering what makes employees business minded. After 
that, some basic concepts of marketing are gone through, to understand what is the 
minimum someone should know when starting marketing. The next main chapter is 
the Basics of Social Media Marketing, divided to two main ideas, adaptation of basics 
of marketing to social media marketing and the little more technical part of the chosen 
two social medias. Basics of marketing will be adapted to the social media marketing 
to understand how are these concepts related and how can they help the local social 
media managers. Ultimately, there will be some considerations to the technical matters 
and individual characteristics of the two currently used social medias in Cubus.  
  
The Guide To Social Media Management - Case Cubus
Basics of Social Media Marketing
Adaptation of Basics of Marketing to 
Social Media Marketing
Facebook, Instagram
Basics of Marketing
Business Mindness Basics of Marketing
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2.3 Case company overview – Cubus  
 
Cubus is one of the largest fashion chains in Scandinavia with 330 stores and operat-
ing in five different countries; Norway, Sweden, Finland, Poland and Germany. It of-
fers medium priced clothing, cosmetics and accessories for men, women and chil-
dren. The target group for Cubus is 20-50-year-old women and men who buy cloth-
ing for themselves and for their children. Cubus is a fashion chain for the whole fam-
ily and provides all the basic clothing together with the latest key fashion items. 
(Website of Cubus, 2018.) 
 
Cubus is a subsidiary company of Varner. Varner is a family owned company, cur-
rently led by the second and third generation of the Varner family; Petter, Marius and 
Joakim Varner. It was founded in 1962 by Frank Varner, as he opened the very first 
store in Oslo with the name “Frank Varner”. As this store took off, Frank Varner 
opened multiple other stores around Norway, and in 1967 a store was launched under 
the name Dressmann. As the stores were increasingly successful, the company 
sought out for new possibilities and in the year 1989 Varner bought owner’s share of 
over 90 percent of the Jonas Øglænd AS, which included the Norway’s largest textile 
retail chain Cubus. (Website of Varner, 2018.) 
 
The values of the company come from Varner and are the same in the concept stores 
of it. The values are; Business Minded, Passion, Make it easy, Friendship, Happiness 
and Responsible. These values show in all the actions of the company and they are 
visible in the daily work of all the employees in the company. (Website of Varner, 
2018.) 
 
Varner and along that, also Cubus, pays great attention to the sustainability of their 
acts. In Cubus the materials in the clothing are increasingly being chosen according 
to the sustainability of the materials and some of the clothing have earned the valued 
Scandinavian Swan Label. The cotton used in the clothing is BCI-certified, which is 
a certification of sustainably produced cotton. Cubus also supports Unicef to provide 
better possibilities to the children of the world. (Website of Cubus, 2018.) 
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3 BASICS OF MARKETING 
3.1 Business Mindedness 
Marketing is always based on creating value to the company. As a Social Media Man-
ager, one must remember that it is firstly just that; marketing. Its goal is to make profit 
and bring more sales and customers to the company and promote its products and 
brand. In Cubus, the Social Media Managers don’t necessarily have any kind of com-
mercial or business education and hence it seems that not all of them remember the 
first and foremost goal of the Social Media posting that they are doing. To improve 
the understanding of the commercial purposes of the Social Media Management, one 
must first understand what are the factors that steers good marketing professionals to 
profit-based decisions. 
 
Motivation and commitment can be perceived as some of the most important factors 
for all employees to succeed in their work. Good motivation drives the employee to 
use their own time and effort to get better results. Commitment carries out when mo-
tivation is down, committed employee doesn’t want to let good employer down even 
when they might not find the motivation for the current task themselves. (Kimpakorn 
& Tocquer, 2010. 378-388; Nohria, Groysberg & Lee, 2008. 78-84.) According to 
Harvard Business Review, Employee Motivation (Nohria, Groysberg & Lee, 2008. 
78-84.) employees feel motivated when they can have a sense of belonging to the work 
community and feel that the employer cares for them. In the article is described four 
factors that influence employee’s motivation; 
 
1. The Drive to Acquire 
People have an inbuild need to collect fortune. In motivation, this translates to 
compensation on ones’ efforts, for example in bonuses on job well done, but it can 
also be immaterial like a raise. Employees need to feel that their work is appreci-
ated when they are doing well and they gain motivation to do better when they see 
others get better compensations on their efforts.  
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2. The Drive to Bond 
People have the need to bond to others close to them. It’s important that the em-
ployees feel that they are a part of community at work and feel that they can trust 
their colleagues. Good atmosphere is important for employees to feel welcome at 
work. The working culture should be nurtured to be as such that everyone helps 
each other. When the employees care for each other employees get a sense of be-
longing which in turn creates commitment towards the workplace. If this sense of 
belonging can be extended to a larger scale, perhaps the whole company, the em-
ployee might feel committed to the whole company. 
 
3. The Drive to Comprehend 
People have the need to make sense of the world around them. Employees must be 
given tasks that challenge them enough, too easy tasks make the employee bored 
and that leads to changing workplace. Everyone needs to feel that they matter, the 
employee should know the importance of their contribution to the company.  
 
4. The Drive to Defend 
People need to have fair and just environment to feel safe. Employees need to know 
the basis on which rewards and raises are given to feel secure. Employer should be 
able to justify the decisions so that the employees can trust that those are made on 
right basis.  
 
If all the four is fulfilled the employees can feel motivated, committed and secure at 
their work, which in turn drives them to work harder to get better results. (Nohria, 
Groysberg & Lee, 2008. 78-84.)  
 
In his book Good Business Csikszentmihalyi describes motivation towards tasks and 
ones’ job as “flow”. To achieve “flow” in an organization there are some things for 
the employer to consider. Firstly, the employer should not think the employees only to 
make the most amount of money, since that way it might be that the employees full 
potential is left unused. If the employee doesn’t get to utilize their full potential they 
might get bored and dull, which in turn means lesser achievements in their work. The 
tasks for the employees must be challenging enough to satisfy the need to feel mean-
ingful. If the task is challenging enough, the person can concentrate on that so much 
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that they’ll achieve “flow” in their doing. “Flow” is described to be the mindset in 
which person concentrates fully on the task at hand and feel absolute satisfaction on 
doing it, as they feel as if they merge in to the task itself and lost all track of outside 
world. Csikszentmihalyi also mentions the importance of good communication in or-
ganization. Communication is a key in all the situations involving more than one per-
son. Regarding the reaching of the flow the most important ones are the communica-
tion in task handing and on the feedback. The employee must understand the task well 
enough to be able to do it and to know what they are supposed to achieve. The 
knowledge of the desired result helps the employee to set the goal for themselves and 
feel that they are contributing to the firm as they are finished with the task. As the task 
is finished it is important to get feedback on the job so that the employee can feel 
confident on their work, or to know on which areas they should still improve. 
(Csikszentmihalyi, 2007. 51-54, 128-141, 145-152.)  
 
If the employee is committed and motivated to the job they are more willing to gather 
new information and use their own initial to become better in their tasks. To be able to 
be successful at any task one must have a deep knowledge on the subject at hand. If 
the employee doesn’t have the background studies to support their knowledge, it might 
take more than the introduction that the employer can provide. To be truly successful, 
one must be interested on the subject to gather information also on their own. 
(Csikszentmihalyi, 2007. 128-141; Kimpakorn & Tocquer, 2010. 378-388; Nohria, 
Groysberg & Lee, 2008. 78-84.) 
 
Commercial awareness and business mindedness are not just about understanding mar-
keting, it takes interest and understanding of the world around you. To be business 
minded, one must follow so many aspects affecting the strategies one must use to gain 
the full potential of the marketing. This takes motivation and commitment towards the 
company since following current trends, world happenings and situation, following 
sales and marketing success, is very time consuming, but when adopted as a lifestyle 
and genuine interest towards the subjects, it comes naturally. As Social Media provides 
a platform for marketing that can react to current events very fast, must the Social 
Media Manager be on track on what is happening. For example, if there is a notch in 
Gross Profit values, the Social Media Manager could post content with high Gross 
Profit value to increase the sales of that product and thus affecting the sales in real 
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time. (Kimpakorn & Tocquer, 2010. 378-388; Kotler, Armstrong, Harris & Piercy, 
2017. 504-505.) 
 
The employees must understand the brand that the company has they are working for. 
The employees, especially in the service sector companies, are the ambassadors of the 
company and the brand. That is why it is important that they have the knowledge and 
understanding of the values and the objectives of the company. The mere understand-
ing of these values and objectives of the company is not necessarily enough for the 
employee to be “the face of the brand”, again it takes commitment from the employee. 
The employee must also be committed to the brand and its values. If the values are 
relatable and close to the employees’ heart it is easier to commit to the common goals 
that are set for all the company’s employees and for the brand. They must feel like 
they are a part of the brand to be able to feel like they are contributing to the brand 
itself, if the employee is able to identify themselves as a part of the brand, they are 
more willing to spend extra time and effort to gain the goals set for it. When the em-
ployee has the motivation, commitment and knowledge, they can also be business 
minded. (Csikszentmihalyi, 2007. 136-141; Kotler, Armstrong, Harris & Piercy, 2017. 
145, 252; Nohria, Groysberg & Lee, 2008. 78-84) 
3.2 Basic concepts of marketing 
As established in the previous chapter, employees need knowledge to succeed in their 
tasks, so what is it that a marketer should, at the minimum, know when starting their 
task?  
 
“Marketing – The process by which companies create value for customers and build 
strong customer relationships in order to capture value from customers in return.” (Ko-
tler, Armstrong, Harris & Piercy, 2017. 5). Marketing is the foundation of customer 
relationships that is created to get sales for the company. It is done to gain interest 
from potential customers and to keep existing ones. With marketing, company can give 
information of their products and services to attract customers to choose their com-
pany. It is also done to strengthen the brand to create a strong image of the company’s 
product or services for the customers. With a strong brand company can gain a lot of 
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attention and customer loyalty. Take Coca-Cola for an instance, almost everyone 
knows it and recognizes the red and white logo of theirs.  
 
To know how to make consumers become our customers, one must first understand 
the consumer behavior and the factors affecting the purchasing decision. Consumer 
behavior varies depending on the consumers cultural, social, personal and psycholog-
ical factors. (Kotler, Armstrong, Harris & Piercy, 2017. 140-153.) 
 
Culture is something that is mainly learned, so one’s cultural background is largely 
defined by the surroundings that one is brought up in. Depending on the culture, con-
sumers may find different things important to them and thus be more willing to pay 
more for products that reflects certain lifestyle and decisions. For example, if a person 
is a part of a culture that cherishes health, they might be more willing to pay for health-
ier options instead of the cheapest. Inside cultures there are subcultures. Subcultures 
can be for example, religion, hobbies, interests and opinions. Consumer can spend 
noticeable amounts of money for their hobbies and interests, take horseback riding for 
example, in addition for purchasing the lessons for riding, many of the consumers are 
willing to pay for better equipment for it. In a culture where safety is valued, rider can 
choose the more expensive helmet and other safety gear. (Kotler, Armstrong, Harris 
& Piercy, 2017. 140-142.) 
 
Social class is a part of cultural factors, it is something that the social scientists have 
been studying very much. It is a structure in a society that is based on the income, 
occupation, education and wealth of an individuals. These can be found in every soci-
ety and it can be used to understand the factors that affect the buying decision of the 
consumers within these classes. Inside social classes people tend to go for similar prod-
ucts and choose the same brands. Social classes are divided to seven different parts;  
 
• Upper Upper Class 
Inherited wealth, social elite. 
• Lower Upper Class 
Extraordinary abilities provide possibility to high income. 
• Upper Middle Class 
High education and income little over average. 
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• Middle Class 
Average income, collected by work and education. 
• Working Class 
Income gathered by work, depends on family and relatives in times of need. 
• Upper Lower Class 
Right above poverty line, get by with government assistance. 
• Lower Class 
Under poverty line, try to get by with government assistance and spend the bare 
minimum.  
(Jobber & Lancaster, 2012. 103-104; Kotler, Armstrong, Harris & Piercy, 2017. 
143.) 
 
Social factors affecting consumer behavior are the social networks and the groups the 
individuals are a part of, their families and their role inside these. For example, families 
pay an important role in purchasing decisions, if a family has used a certain product of 
a certain brand for a long time, it is very likely that when their children move to live 
on their own, they will choose the same brand for it is familiar.  In social networks and 
groups people share their opinions on their favorite brands and products and that’s why 
marketers should pay attention that their reputation is good, so their product will be 
praised in these situations. Roles and status inside groups also affect the way others 
view their suggestions on products and brands that they are using. (Jobber & Lancaster, 
2012. 102-104; Kotler, Armstrong, Harris & Piercy, 2017. 144-147.) 
 
Personal factors are age, lifecycle stage, occupation, economic situation, lifestyle, per-
sonality and self-concept. People need and want different things in different situations 
in their lifetime. For example, for a child, a back-pack for school might be the biggest 
and most meaningful purchase at the time, when instead an adult with a steady income 
might be thinking purchasing a home. Lifestyle is also an important factor since re-
gardless of the income level, person might want to live either spending or sparing their 
money. Some people seek for satisfaction here and now, when others seek for the com-
fort and safety that lifesavings provide. (Jobber & Lancaster, 2012. 101-102; Kotler, 
Armstrong, Harris & Piercy, 2017. 147-150.) 
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Psychological factors are often described using Maslow’s hierarchy of needs. (Figure 
2.) This can be used to understand the motivators that rise the need for the customer to 
buy certain things at certain times. The pyramid model of Maslow’s hierarchy of needs 
is to interpret as such that at the bottom are the most basic needs that needs to be 
satisfied first. As the parts of the pyramid are fulfilled the motivation for the new needs 
go up along the pyramid. For example, as the need of Ego is second from the top, the 
products fulfilling these needs comes only after one has already gained such stability 
in their life that they have a roof over their head, possibly a family or other community 
to refer to and a steady income to provide for them. Products to fulfill the need of ego 
can be for example brand products to implicate the status the person has gained. 
(Maslow, 1943. 370-396.) 
 
 
Figure 2. Maslow’s Hierarchy of Needs (Maslow, 1943. 370-396.) 
 
The purchase decision can be divided to 5 different stages. (Figure 3.) Consumers pur-
chase decision making starts with the need. The need means the situation in which a 
consumer gets the feeling that they must buy something new. The need can be very 
basic, in which the purchasing decision can be very automated process in which the 
consumer doesn’t recognize going through all the steps of decision making. The more 
valuable the product or service is, the more distinctive the decision-making processes 
steps are. (Blythe, 2012. 50-55; Jobber & Lancaster, 2012. 93-97; Kotler, Armstrong, 
Harris & Piercy, 2017. 155-158.) 
 
•Development, creativity, self-realisation
Self-
actualization
•self-esteem, power, regocnition, 
prestige, statusEgo
•love, sense of belongingSocial
•safety, security, protection, 
stability, shelterSecurity
•hunger, thirst, rest, 
healthPhysical
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Let us take smart phone buying process for an example, the need may arise as an old 
one brakes, becomes old or doesn’t any more reflect the persons social status. After 
the consumer has recognized the need for new phone, starts the information gathering, 
this might mean simply that they seek out to their peers to see what phones are they 
using and then choose that kind of phone. It can also mean a larger scale information 
gathering in which the consumer finds information from shops, internet and other 
sources. (Kotler, Armstrong, Harris & Piercy, 2017. 155-158.) 
 
When they have a set of possible phones to purchase they evaluate the features each 
alternative can provide and which fulfills the consumers’ needs the best. The features 
in this sense doesn’t mean only the phone that has the best camera or the biggest 
memory, but also the price-quality ratio compared to the consumers own economic 
situation. After evaluating the alternatives comes the selection of the preferred brand 
and product, the purchase decision is made. (Blythe, 2012. 50-55; Jobber & Lancaster, 
2012. 93-97; Kotler, Armstrong, Harris & Piercy, 2017. 155-158.) 
 
The decision process is not over yet, after the purchase itself comes the post-purchase 
evaluation. In this part consumer evaluates how does the expectations of the product 
meet the reality of the performance of the product. If they match, the customer is sat-
isfied and it is even better if the expectations are exceeded. Even if the buyers’ expec-
tations are met, after almost every bigger buying decision the consumer feels the feel-
ing of cognitive dissonance, which means the conflict that is created when the decision 
is made, the evaluating of the features left unbought. (Blythe, 2012. 50-55; Jobber & 
Lancaster, 2012. 93-97; Kotler, Armstrong, Harris & Piercy, 2017. 155-158; Sharifi & 
Esfidani, 2013. 556-560.) 
 
The cognitive dissonance and the feeling of inner conflict is even bigger when the 
product does not meet the expectations, this can be characterized as buyers’ remorse. 
If the customer is not able to justify the purchase after the decision is made, it drives 
them to regret the purchase which in turn creates a negative image of the company and 
the brand to the customer. To avoid this, marketer should always promise only what 
the product can achieve, overly hyped products rarely bring customer satisfaction and 
that leads to negative image for the brand. Marketer should always remember that bad 
word of mouth always reaches more audience than a good one. (Blythe, 2012. 50-55; 
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Jobber & Lancaster, 2012. 93-97; Kotler, Armstrong, Harris & Piercy, 2017. 155-158; 
Sharifi & Esfidani, 2013. 556-560.) 
 
In the occurrence of buyers’ remorse, consumers rarely express their dissatisfaction to 
the company itself, but rather expresses them in their own social groups and social 
networks. Therefore, companies should provide customers an easy way to give feed-
back and offer possibilities to avoid or correct the cognitive dissonance. The possible 
ways to do this are customer service, which can help with the product usage and the 
possible problems with it, and a possibility for refund or change of the product, ac-
cording to the possibilities and the customers viewed blame on the company. (Blythe, 
2012. 50-55; Jobber & Lancaster, 2012. 93-97; Kotler, Armstrong, Harris & Piercy, 
2017. 155-158; Sharifi & Esfidani, 2013. 556-560.) 
 
 
Figure 3. Purchase Decision Process (Blythe, 2012. 50-55; Jobber & Lancaster, 
2012. 93-97; Kotler, Armstrong, Harris & Piercy, 2017. 155-158; Sharifi & Esfidani, 
2013. 556-560.)  
 
Company should choose and recognize their target customers. The markets can be di-
vided in smaller sections of certain consumer behavior and needs which can be ad-
dressed to with specifically chosen marketing mix, this is called market segmentation. 
For most companies’, it is best to choose a market segment to which they are going to 
sell their products to, and address their marketing to that segment, which is called tar-
get marketing. As there are multiple different factors affecting the consumer behavior, 
it is difficult to try and sell for everyone, better way is to focus on certain group and 
be very good at that. When the company has been able to recognize and choose the 
segment they want and can best serve, they should try to understand their target cus-
tomers. Many companies implement customer surveys and market researches to truly 
understand the motivation drivers of their customers. In a smaller scale, one can get 
acquainted with the theory of the factors affecting the consumer behavior and try and 
understand the demographics of their target customers. (Kotler, Armstrong, Harris & 
Piercy, 2017. 194, 203.) 
 
Need
Information 
gathering
Evaluation of 
alternatives
Selection
Post-
Purchase 
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To acquire new customers and maintain the current relationships with customers, com-
pany must choose their marketing mix. The marketing mix is adapted to meet the needs 
of the companies’ target customers so that it serves best to those from whom the com-
pany most likely gets value back. The marketing mix consists of 4 P’s, or more, it is a 
theory or a theoretical framework very commonly used in marketing. It consists of 
Product, Price, Place and Promotion. When the customer recognizes a need, the com-
pany has something to offer, Product. Price is matched to the value of the product and 
to the perceptions of the consumers without forgetting the competence in the markets. 
Place means the positioning of the company’s products, promotion and its availability, 
for whom do we want to sell and how can they hear about it and find it? After the 
chosen positioning, company has their target customers, to whom they can start to 
Promote. All the 4P’s should be in balance with each other. For example, Promotion 
should create realistic expectations towards the Product, it should be aimed at the tar-
get customers (Place) and should create value for both the customers and the company 
(Price). (Constantinides, 2006. 408-429; Kotler, Armstrong, Harris & Piercy, 2017. 
13.) 
 
Marketer must understand and be engaged to the brand they are promoting. “Brand - 
a name, term, sign, symbol or design, or a combination of these, that identifies the 
products or services of one seller or group of sellers and differentiates them from those 
of competitors” (Kotler, Armstrong, Harris & Piercy, 2017. 233). As a marketer, one 
is acting as a Brand Ambassador, so they must be aware of and be devoted to the 
values, goals and promises that the brand has. Strong brand builds bigger market share 
and customer loyalty, if the customers know the brand and can trust on its quality they 
choose it more easily. Brand loyalty makes the purchase decision easier for the cus-
tomer as it eases the decision-making process, eliminating some of the cognitive dis-
sonance experienced during decision making. This in turn creates value for the com-
pany as customers loyal to your brand not only comes to purchase more, but also gives 
out positive word-of-mouth to their social group. Positive brand image brings more 
customers and strengthens the customer loyalty. Brand requires some characteristics 
to be recognized by the customers, it can be, for example, a logo, name, color, slogan. 
After the brand is made recognizable it should be made visible, the promotion targeted 
to the target customers but also gaining visibility by creating a positive buzz around 
the brand. As much of the conversations about the brands are gone through inside 
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consumers social groups, must the companies pay close attention to also other aspects 
of promotion than just advertising. For example, Social Media attendance is very im-
portant to the company, not only for the visibility, but also to create more positive 
associations with the brand. If the employees are devoted to the brand and agree with 
its values, they can be brand ambassadors and be a part of creating the positive buzz 
around the company. (Kotler, Armstrong, Harris & Piercy, 2017. 145, 233, 243-253.) 
 
Responsibility and ethics of marketing are also a thing to be considered. As the mar-
keter acts as an ambassador for the brand and the company, they must be sure that they 
are reflecting same values in their marketing as the company has set for its brand. 
Marketer cannot reflect their own views and opinions in their advertising, but rather 
concentrate on the building of a positive image for the brand. Such subjects to avoid 
are for example, racism, extremism of any kind, terrorism, violence, drug-abuse and 
alcohol over-consumption, these are not to be encouraged in any way in marketing. 
The marketer should promote social responsibility, be objective and impartial in all 
the actions that can be associated to the company and the brand. (Kirlash, Yelizarov, 
Kulish & Mel’nikova, 2016. 65-66; Kotler, Armstrong, Harris & Piercy, 2017. 610-
613.) 
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4 SOCIAL MEDIA MARKETING 
4.1 What it is and what it is used for 
Social Media is still a quite new phenomenon, as internet was released for commercial 
use at the 1990’s, it provided a possibility for a new kind of media to rise. Internet now 
provided endless different possibilities to communication, with e-mail, own internet 
pages and blogs, it reached almost everyone’s interest and so began the era of online 
networking. There were multiple different versions of social media platforms before 
the take-off of Facebook, the only one to be considered to any competition in the early 
years of Facebook was MySpace (founded 2003). It was popular among young people, 
but never gained the big public’s interest. The competence of MySpace ended around 
2009 as Facebook took over. After Facebooks emerge there has been many other social 
media platforms, some of them have come and gone, but the most popular one’s have 
millions of users monthly. Currently the most popular social medias are Facebook, 
Instagram, LinkedIn, Pinterest, Twitter and Tumblr. (Laudon & Traver, 2017. 467, 
687; Treadaway & Smith, 2012. 5-12; Van Dijck, 2013. 5-8.) 
 
Facebook’s number of users has been growing at an incredible rate for its whole exist-
ence, reaching 100 million users in 2008 and 2 billion users on June 2017. (Chaykow-
ski, 2017; Juslén, 2013. 19.) As Facebook has so many users it’s also very potential 
place for marketing, and it gained marketers interest already in 2006. Facebook 
launched a marketing system at November 2007, providing companies an easier way 
to make themselves distinct and promote their brand. It took-off almost immediately 
and it was soon clear that Google had got their first real potential competitor. (Juslén, 
2013. 18.) 
 
Social media marketing is currently so popular that almost every brand and company 
has their own presence in multiple platforms, or at least they should. It is a cost-effec-
tive way to gain huge visibility and engagement to the brand as there are so many users 
daily going through their newsfeeds. When successful, social media campaigning can 
conclude to increase in sales revenues. It provides a platform to create customer rela-
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tionships and maintain the existing ones. Word-of-mouth is considered highly effec-
tive way to create positive image around the brand, and social media provides a plat-
form for the consumers to share their experiences of brand to incredible high number 
of peers. The more the brand is discussed in the social media the more buzz it creates 
around it. The companies’ objective is to keep this buzz positive. (Kotler, Armstrong, 
Harris & Piercy, 2017. 144-146, 511-514; Laudon & Traver, 2017. 687-689.)  
4.2 Adaptation of Basics of Marketing to Social Media Marketing 
As established in the earlier chapter, “Basics of Marketing”, understanding the con-
sumer behavior is one of the key aspects of affecting one’s target customers. This is 
true also on Social Media marketing. To create content to attract ones’ target customers 
to engage to the brands social media, one must understand the need drivers for that 
specific group. For example, if a company sells adequately priced women’s and chil-
dren’s clothes in stores and online, their target audience are middle class women, chil-
dren and parents. (Jobber & Lancaster, 2012. 92-104; Kotler, Armstrong, Harris & 
Piercy, 2017. 140-153.) If we go back to the theory of 4P’s, we now have established 
Product, in this case clothes, Price, middle priced and Place, online and physical stores. 
Now we should match the Promotion to the other three. To be able to do that, consumer 
behavior should be analyzed.  (Constantinides, 2006. 408-429; Kotler, Armstrong, 
Harris & Piercy, 2017. 13.) 
 
Cultural factors should be assessed separately on each country the clothes are availa-
ble, as some key influencers to the culture can change drastically between even the 
geographically closest countries. (Kotler, Armstrong, Harris & Piercy, 2017. 140.) So-
cial class has already been established to be Middle Class, so there’s already something 
known about the target customers, they are educated people with average income. 
(Jobber & Lancaster, 2012. 103; Kotler, Armstrong, Harris & Piercy, 2017. 143.) In 
this the marketer can follow the current trends inside the social class to know and 
predict what to promote. Personal factors can also provide some information with sim-
ple deduction, as one of the target customers are parents, one can assume that they are 
middle-aged with steady income and are looking for clothes both for themselves and 
to the children. With this data, the Maslow’s Hierarchy of needs can be used, if middle 
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class mothers are taken for an example, one can assume that the three lowest segments 
of the pyramid (Figure 2.) has been satisfied, as steady average income most probably 
means that their physical and security needs are fulfilled, and having children and fam-
ily provides for the need for love. (Maslow, 1943. 370-396.) This is a desirable target 
audience for the clothes company as the next need in the hierarchy is Ego, which is the 
need for self-esteem, power, recognition, prestige and status, which is exactly what a 
fashion store can provide.  
 
Now that one can understand the consumer behavior of the target customers, it’s pos-
sible to use this data to personalize the contents to match the target customers. As the 
needs of the customer are known, marketer can start to appeal to those needs. For ex-
ample, if the target customer is the middle-class mother, the uploaded content to social 
media can include captures which appeals to the need of Ego and takes the personal 
factors (life-cycle state in this case) into account; “These jeans are both comfortable 
and looks amazing on everybody!”, “These super cute children’s jeans are flexible for 
your toddler to move and gives them the look of a winner!”.  
 
Social Media Platforms provide an excellent opportunity to manage the purchase de-
cision steps. Need recognition being the first of them, promotion can approach this 
step in a few ways. (Blythe, 2012. 50; Jobber & Lancaster, 2012. 93; Kotler, Arm-
strong, Harris & Piercy, 2017. 155.) Probably everyone knows the feeling when seeing 
a good advertisement, one can suddenly get an unexplainable urge to get the product, 
even though there has never been a need for it before. That is because the advertise-
ment has created the need. In Social Media marketing, the contents can be created as 
such that it’ll gain the consumers interest and create a need, for example, marketer can 
follow the current trends and react to those. In clothing business this could be, for 
example, parents getting worried for their children wearing ankle-length pants and 
socks, leaving their ankles unprotected from the cold, marketer can react to that and 
post contents including different solutions to staying trendy and warm; socks, stock-
ings, longer pants etcetera. That way customers can see your post and have the urge to 
come buy the socks that was promoted. The need can be created also by promoting 
new products with attractive photos and captions that appeal to the customers views. 
The need can be created also by promoting new products with high volume, make the 
product so seen that the customer gets the feeling that this is a must have. Valuable 
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sources for creating a need are also bloggers and celebrities using the company’s prod-
ucts. If there is someone the consumers think are the kind of people that reflects their 
ambitions and views, their choices of products affect the customers own preferences. 
These are called opinion leaders, “Opinion leader – A person within a reference group 
who, because of special skills, knowledge, personality, or other characteristics, exerts 
social influence on others.” (Kotler, Armstrong, Harris & Piercy, 2017. 144.)  
 
The next steps are the research of alternatives and evaluation of alternatives at which 
point it is important to have information available for the customer. (Blythe, 2012. 50; 
Jobber & Lancaster, 2012. 93; Kotler, Armstrong, Harris & Piercy, 2017. 155.) Social 
Media manager should be on track what is bought currently so that they can offer in-
formation on their alternatives on their social media platforms, as those are the best 
way for quick reactions to current trends that can change very fast. For example, in 
autumn, when the weathers are getting colder, the clothes marketer could promote 
jackets, scarfs, mittens and headwear. That way, when the customer feels the need for 
new warm clothes, they can see the company’s alternatives quickly from their Social 
Media and see the buzz around them, whether those are popular or not.  
 
After the purchase decision the consumer goes through post-purchase evaluation. 
(Blythe, 2012. 50-55; Jobber & Lancaster, 2012. 93-97; Kotler, Armstrong, Harris & 
Piercy, 2017. 155-158; Sharifi & Esfidani, 2013. 556-560.) Social Media provides an 
excellent platform for the companies to manage their part of this step, by providing an 
easy way to communicate with the company. As one of the most important part for a 
company to help consumers deal with cognitive dissonance is the conversation with 
the consumer, the social media provides very good possibilities for that. Marketer in 
social media is integrated to the consumers own social networks, and that is why the 
communication between consumer and company is easier to start. The consumers 
rarely express their feelings straight to the company itself, but the company can react 
to the feedback seen on social media, initiating the conversation to correct the custom-
ers cognitive dissonance. To avoid the buyer’s remorse in the first place a marketer 
must remember to match the promises of the product to the reality, so when uploading 
content to social media, marketer should remember to make sure not to over “hype” 
the product to be sure that the consumer knows what to expect and might be pleasantly 
surprised. (Blythe, 2012. 50-55; Jobber & Lancaster, 2012. 93-97; Kotler, Armstrong, 
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Harris & Piercy, 2017. 155-158; Sharifi & Esfidani, 2013. 556-560.) For example, if 
the company sells variety of jeans, the cheapest one’s being very bad at keeping color, 
but feels amazing when wearing, the marketer should concentrate on the good qualities 
of the jeans. The caption can include mentions of the price and the comfort of the jeans, 
but should not mention the color, as if the caption includes a mention of good color 
durability, the customer will be very disappointed when the color wears of sooner than 
they were expecting. This creates negative associations with the brand and they most 
probably won’t come and buy the better-quality jeans which keep the color better, even 
the company has those to offer.  
 
Social Media marketing needs a brand to be distinct from the crowd. Just like in all of 
marketing, in social media marketing brand building is very important. Consumers 
newsfeeds are full of posts and advertisements and many of the users go through them 
without any larger concern for specific posts. Therefore, it is important that the brand 
is recognizable in the shortest glance so the customer knows what brand to search for 
if the advertisement caught their attention in the slightest. Brand can be strengthened 
in social media with the same tools than in general; clear recognizable logo, memora-
ble name, slogan, certain colors, sounds and style. (Kotler, Armstrong, Harris & 
Piercy, 2017. 145, 233, 243-253.) The social media manager should always create con-
tent to strengthen the brand, for example, it is possible for a clothes store local social 
media manager to lose perspective on the objective of the posting to social media and 
the news feed is easily filled with selfies and promoting pictures of only clothes that 
they personally like.  
 
Social Media manager should be motivated to be able to follow current trends, com-
pany sales and the general marketing strategy and campaigns, to be able to react to 
those. Social media provides an excellent opportunity to follow what’s happening and 
what people are talking about. As a social media manager, it would be good idea to 
integrate oneself to the target audiences preferred areas in social media. This can be 
done by following famous people, opinion leaders and joining groups. The groups in 
Facebook are a big deal nowadays and a lot of word-of-mouth/word-to-many is shared 
there. It is valuable information for the company to know what is being spoken about 
their brand in social media, and they can use employees to act as a brand ambassador 
in social networks. (Kotler, Armstrong, Harris & Piercy, 2017. 144-145.) Social media 
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provides possibilities to react to changes quickly and that is why the social media man-
ager should be aware of the content that can create value for the company.  
 
Social Media Manager should understand and be committed to the values of the com-
pany to be a brand ambassador. As a social media manager is always representing the 
brand in the posts made with the company’s social media accounts, the marketer 
should be aware of the objectives the company has and the values it’s representing. It 
is important that even though the contents can sometimes be a little more casual than 
other advertisements, they should always stay objective and loyal to the brands mes-
sage. (Csikszentmihalyi, 2007. 136-141; Kotler, Armstrong, Harris & Piercy, 2017. 
145, 252; Nohria, Groysberg & Lee, 2008. 78-84.) 
 
Social media provides multiple stepping stones, legal, ethical and technical. Just like 
marketing in general, social media marketing also requires the marketer to make sure 
to keep the contents on a socially acceptable level. Along with the emerge of internet 
and social media, there has come new ethical and legal issues. As internet provides a 
platform for sharing ideas, thought’s and contents unlimitedly, it has also provided a 
platform for intellectual property rights violations. (Laudon & Traver, 2017. 534-536, 
568.) As a social media manager, one must be certain that they have the right to share 
certain contents to avoid violating the copyrights. When sharing contents from others, 
one must be certain that it is allowed by the original creator of the content and give the 
credits to the one that those belong.  
 
According to Laudon & Traver in E-commerce, business, technology and society 
(2017), there are five steps in social marketing process (Figure 4.). It starts with fan 
acquisition, creating a visibility with advertisements, once the page has gained visibil-
ity it’s time to create engagement. Engagement in social media means following, lik-
ing, sharing and commenting on contents and pages. Engagement creates amplifica-
tion, once there is the positive buzz going on around the brands social media, it starts 
to reach multiple different people through the initial follower, liker, sharer and com-
menter. As people have multiple Facebook friends, every time they engage to contents, 
several others see the original content, thus creating more visibility to the brand. After 
the visibility and engagement has been started, there’s an online community around 
ones’ brand. This community should be nurtured to make sure that the conversation 
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around the brand stays positive and gets more followers and buzz. This strengthens the 
brand and ultimately result in increase in sales. (Laudon & Traver, 2017. 468-470.) 
 
 
Figure 4. Social Marketing Process (Laudon & Traver, 2017. 469.) 
 
As the influence of social media marketing to sales and brand value is hard to measure 
with traditional marketing success indicators, there has been several different sugges-
tions on how to measure the success of it. Some of the social media platforms has 
created or is about to create additional features, such as shop now buttons, to their sites 
to help the social media advertisement to directly increase sales. (Laudon & Traver, 
2017. 470.) In his book Social Media Metrics (2010) Sterne lists hundred different 
indicators to measure the success of social media marketing. Even though there are 
multiple different ways to measure the success of the social media marketing, it is not 
practical to start using all of them to know whether the marketing is working. The 
simplest indicators are the amount of buzz around your brand in the social networks, 
the engagement to the sites, increase in sales and lowering of the costs. As social media 
marketing is relatively cheap compared to the visibility it can gain, it can conclude to 
concrete lowering of the costs of marketing. (Sterne, 2010. XX-XXVii.) 
4.3 Facebook 
Facebook was founded in 2004 by Mark Zuckerberg in a dorm room in Harvard Cam-
pus. It was originally aimed to the students at Harvard but as it gained popularity it 
was opened for other schools also. At the year 2006 Facebook was opened to everyone 
with e-mail address and soon after that it had gained 12 million users around the world. 
As Facebook was gaining popularity, also companies started to show interest towards 
it as a marketing platform, and at the end of 2007 Facebook answered the companies 
interest with creating its own marketing tool. That created a whole new possibility for 
marketing and provided Google its first potential competitor in internet advertising. 
Social Media Marketing was born. (Juslén, 2013. 17-19.)  
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When starting Facebook marketing, the company should establish their own Facebook 
pages. To be able to do that one must first have their own personal Facebook profile. 
That can be done by going to website: https://www.facebook.com/pages/create, or 
pressing the small down-pointing arrow at the top-right corner of Facebook pages and 
pressing “Create a Page”. After that one must choose page type for the page from the 
options; Local Business or a place, Company, Organization or Institution, Brand or 
Product, Artist, Band or Public Figure, Entertainment, Cause or Community. Then 
choose a category from the list, this should be as close as possible to describe the pages 
one is establishing. Name the page and press Get Started. The page needs a profile 
picture and a cover picture, preferably ones that makes the brand recognizable. Face-
book has advanced tools for marketing and it will guide the establishing of the pages 
step by step. (Website of Facebook, 2018.) 
 
Creating visibility and engagement in Facebook can be done in multiple different 
ways. After establishing the pages for the brand or company, one can invite friends to 
follow and like the page. The more individuals like the page or engage to the contents 
in any way, the more visibility it gains. Posts should include social calls to action, such 
as, “Like our Facebook Page”, “Share”, “Comment” and “Tag your friends”, this can 
help to increase the engagement to the page and to the brand. Contests are also one 
good way to gain visibility and create engagement, promising a possibility for a benefit 
from an action can motivate the viewers to engage and share the contents more, in 
hope of a reward. (Laudon & Traver, 2017. 470-475; Treadaway & Smith, 2012. 127.) 
 
Facebook provides a platform for sharing different medias, one can add text, pictures 
and videos. The page itself should be very recognizable to promote the brand in ques-
tion. The profile picture and the cover picture should reflect the brand and its values. 
The contents of the posts should be relatable and show real people using the products 
as the social media marketing is based on the word-of-mouth marketing. The contents 
should be planned carefully, even though there is a possibility to react to sudden 
changes. As it is not wise to post just about anything, it is important that the contents 
are always justified to be done to increase the sales and visibility. For example, it’s 
good to promote any campaigns and offers there might be, so the followers can see it 
on their own news feed. A good deal can create a need for the consumer which in turn 
will create revenues for the company. The products should be always presented in a 
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best possible way, without making promises it can’t keep up. (Website of Facebook, 
2018; Laudon & Traver, 2018. 470-478.)  
 
There is no simple answer to how often contents should be uploaded to the social me-
dia, as this varies by the product, brand, company and the campaign. Some products 
and campaigns can gain interest several times, when some stop generating engagement 
soon after the launch. The numbers tell when to stop. If the post doesn’t gain engage-
ment anymore, it is time to change the message.  (Treadaway & Smith, 2012. 164.) 
Too many posts can also be irritating, as there are so many advertisements all over, all 
the time, the social media manager should know when to stop. There should be fre-
quent posts to stay visible in the social networks playground, but if there are too much, 
consumers start to get irritated and will stop following the pages. When the posts don’t 
get likes and shares anymore, there has been too much. 
 
Facebook provides multiple different ways to follow the success of ones’ posts. It’s 
possible to see the amount of engagement the posts have created from the statistics 
Facebook marketing tools provide. The statistics can be seen by going to the page and 
opening the tab “Insights”, or by downloading an application called Pages Manager. 
(Website of Facebook, 2018.) The amount of sales generated to the online stores by 
clicking through Facebook pages is easy to see, as one can see the analytics from the 
website, from where the webpage users have found it and how many of them have 
bought something. (Laudon & Traver, 2017. 477.) Social Media doesn’t only increase 
the sales on the online shop, but it can also invite the consumers to the physical shops. 
As the positive buzz around the brand increases and the word-of-mouth reaches more 
and more people, it’s a given that more people are thinking of that brand when the 
need arises. The social media marketer can also encourage the followers to come to 
the physical shops by adding contents on exclusive deal on physical shops only.  
4.4 Instagram 
Instagram was founded in 2010 by Kevin Systrom and Mike Krieger in San Francisco. 
It was an instant hit as in only hours thousands had downloaded it. As it was hugely 
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popular, with approximately 30 million users after only little under two years of exist-
ence, Facebook bought Instagram with $1 billion. Facebook was the one to firstly in-
troduce marketing options to Instagram by adding “natural looking” advertisements. 
As they started to work and gain likes Facebook implemented a marketing tool similar 
to Facebook for Instagram. (Bruner, 2016; Rakos, 2014; Sengupta, Perlroth & 
Wortham, 2012.) 
 
To set up Instagram pages one needs a smartphone to be able to download the appli-
cation. It can be found in App Store, Google Play and Windows Phone Store. One can 
sign in by creating a new profile or sign in using Facebook profile. At this point it 
would be wise to sign in using the Facebook profile so the connecting of the brand 
pages is easier. After the profile is created, by pressing settings and choosing “Switch 
to Business Account” the account changes to business mode and it’s possible to add 
some information relevant to business purposes, for example, phone number and busi-
ness hours. Instagram account should be connected to the Facebook pages to make 
sure the consumers can find both pages, Instagram also requires the content uploader 
to be the admin at the connected Facebook brand page, to be able to create Promoting 
posts. (Website of Instagram, 2018.) 
 
Creating visibility in Instagram happens best by using hashtags, a set of keywords for 
the potential customer to find the contents relevant to their interests. Visibility can also 
be gained by following other pages relevant to the subject. Like Facebook, also Insta-
gram pages can benefit from contests, followers can join by liking, commenting, tag-
ging friends or sharing the photo on their own pages with the brand pages tag.  
 
As Instagram is a photo sharing platform, the contents are highly visual. The social 
media manager should pay attention to the visual attractiveness of the contents. There 
are few different things to consider when posting content to Instagram, the attractive-
ness of the photos, but also the overall look of the page. Instagram shows three pictures 
side by side, so it is possible to create coherent look for the page by using color themes 
or other ways to make the pictures match to each other. Instagram also offers a possi-
bility to create Instagram stories which are videos that can be viewed for a limited 
time, this is an excellent way to create content including real-time information. The 
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consumers can contact the company’s Instagram also with Direct Messages, which are 
similar to the Facebook’s Private messages. (Website of Instagram, 2018.) 
 
To make the brand standout from all the other pictures, the marketer should choose a 
style for the content to be recognizable. The brand should be distinguishable in all the 
posts so that the consumer can take one glance at the content and know which brand it 
is promoting. The social media marketer can add own pictures and videos, but also 
find existing contents from other sources, if done so, one must be certain that they have 
the permission to use that content to avoid property right violations.  
 
As Facebook owns Instagram, the statistic options to see the engagement level of posts 
are quite similar. Some indicators to the success of the pages are the number of fol-
lowers, likes and the number of times the page has been tagged. (Website of Instagram, 
2018.)  
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5 RESEARCH METHODS AND IMPLEMENTATION OF THE 
STUDY 
5.1 Research methods 
Qualitative research method is generally considered to mean a research which provides 
non-numeric information based on interviews and other non-statistical information 
gathering. It is implemented to gather information on the way that the subjects interpret 
phenomena’s, to understand the matter as comprehensively as possible. Interviews are 
a crucial part of qualitative research and provides non-numeric information that can be 
analyzed in different ways. It provides possibility to inspect the matter at hand in a 
fashion that gives wider perspective to it. (Hirsjärvi, Remes & Sajavaara 2009, 135-
166; Saunders, Lewis & Thornhill 2007, 145-146.) 
 
Case-study provides possibility to inspect the matter “from the inside”, as the re-
searcher has experience on the company and the matter at hand. It is possible to adapt 
one’s own experiences to the study and to be able to understand the issues on the matter 
on deeper level. However, there is a danger that the researchers own opinions can af-
fect the results of the study. Case-study is created as the researcher notices a need for 
improvement and that way can be of concrete use for the company. (Saaranen-Kaup-
pinen & Puusniekka, 2006.)  
 
Theme-interview is a semi-structured interview method, with carefully chosen individ-
uals. The subject is divided to main themes and the interview is implemented by intro-
ducing the themes one by one to the interviewees. This provides a possibility for the 
interviewees to answer with their own words without the interviewer leading the inter-
viewees to any certain direction. There can be some supporting questions to get the 
conversation to return to the original subject, to improve the validity of the research. 
As this method does not include strict question form that must be followed word to 
word, rather a framework for the conversation, it can also be categorized as semi-
structured interview. Semi-structured interview means interview method that includes 
subjects that are same to everyone, but not a strict question form that follows the same 
order for all. (Hirsjärvi & Hurme, 2001. 47-48.) 
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Reliability in qualitative research refers to whether the research can be done again with 
same results, is the research repeatable. To be certain that the results of the research 
are reliable, the study should be formed in a way that when repeated, it would give 
same results. There are some factors that can affect the results, without diminishing 
the reliability of the research, time for example. In qualitative research the repeatability 
of the research is very sensitive to the changes of the world around the subjects. When 
measured opinions or amount of knowledge on some matter, they might change by 
time, thus eliminating the possibility to repeat the research with the same results. How-
ever, the reliability of the original research does not diminish if the research were made 
to measure time related phenomenon’s, and would have been repeatable at the same 
time by another researcher. Reliability of the research can also be measured by the 
findings of the analysis done by the researcher. As the opinions of the researchers can 
affect the way they analyze the data, there should be evaluation whether another re-
searcher can come to same conclusions on the same data. (Hirsjärvi & Hurme 2008, 
186; Saaranen-Kauppinen & Puusniekka, 2006; Saunders, Lewis & Thornhill, 2007, 
149.) 
 
Validity in qualitative research refers to whether the research studies the actual matter 
that it was meant to. The research questions and the setting for the research should be 
valid for the study it was meant for. If the validity of the study is missing, the findings 
can be unrelated to the research, which in turn makes the study worthless. The ques-
tions should be formed as such that they measure the actual matter at hand and provides 
answers to the studied phenomenon. The questions should be objective in their nature, 
in a way that the interviewer does not steer the interviewees to any direction, but rather 
give the interviewees space and opportunity to answer what they truly feel. The re-
searcher must find a balance where the questions are formed to give results relevant 
for the study without leading the interviewees to give answers what is assumed by the 
researcher. (Hirsjärvi, Remes & Sajavaara, 2009. 231-233; Hirsjärvi & Remes, 2008. 
186-187; Saaranen-Kauppinen & Puusniekka, 2006.) 
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5.2 Implementation 
This study was implemented as a qualitative case-study, since the need for the guide 
was noticed during managing the local social media in Cubus Rauma. Following other 
accounts of Cubus, proved that there should be more unified instructions that everyone 
would follow along with help on the technical issues. The biggest problem noticed was 
that the brand image might take damage on the social media management without basic 
knowledge on the basics of marketing and business mindedness in it. 
 
The interviewees are employees from the company, who has themselves managed lo-
cal social media, to be sure that the answers are based on their own experiences. There 
are eight interviewees; four store managers, one store managers assistant, two visual 
merchandisers and one sales person. The interviewees were found by contacting them 
through Instagram’s Direct Message, to ensure that they have the administrator rights 
to the local social media account in Cubus and are the social media managers for their 
local Cubus. As the interviewees are from different cities, it provides a possibility to 
consider the geographical influence on the social media management. The participat-
ing cities are; Helsinki, Joensuu, Jyväskylä, Mikkeli, Oulu, Rauma and Turku. 
 
The interview is implemented online, using WhatsApp as a platform. This way the 
answers are automatically being delivered in a text form, which helps the later inspec-
tion of them. With this, the transcription phase is easier to implement as all the data is 
already in text form. WhatsApp was chosen since the interviewees were from different 
cities, and has different schedules. As the interview is meant to be a conversation, it is 
important that all the respondents are at the same “place”, so that it is possible to react 
to something that the other one says. WhatsApp group chat provides a possibility for 
all the interviewees to answer when it is convenient for them, and has the time to think 
about the answers. The duration of the interview is roughly two weeks, starting at the 
7th of February and ending at 24th of February 2018.  
 
The themes of the interview follow the same structure as the theory, to ensure that the 
interview provides information related to the study. (Appendix 1.) This is useful re-
search method for this thesis as it is important that the answers are delivered in as 
natural setting as possible to ensure that they truly reflect the feelings and experiences 
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of the employees. For theme interview it doesn’t matter even though everyone 
wouldn’t answer to every question, but the objective is to create conversation to un-
derstand the feelings of the interviewees. (Saaranen-Kauppinen & Puusniekka, 2006.) 
 
In the following chapters “Findings” and “Conclusions”, the subjects are represented 
according to the themes used in the interview and throughout the thesis. In the begin-
ning of each subchapter, there are listed the main findings of that theme, and they are 
same in both main chapters. This will help to keep the main findings in mind, no matter 
the order the chapters are read in. In the “Findings” chapter the main findings of the 
interview are explained in detail and in the “Conclusions” chapter there are improve-
ment suggestions and conclusions based on the findings of the interview, the case-
study experiences and the theory. 
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6 INTERVIEW FINDINGS 
6.1 Motivation and business mindedness 
• Values are a key factor to employee satisfaction and motivation. 
• Motivation and commitment drives the employees work outside workhours, 
even they don’t get compensation for it. Arises mixed feelings. 
• Industry knowledge is gathered eagerly and is not viewed as a part of work. 
 
The interviewees all felt that they know and understand the values and the objectives 
of the company. Many of them felt that the values are relatable and fit their own char-
acter, which makes them feel that they can be themselves at work. They stated that it 
is important to feel that the company appreciates them as they are and that they can be 
themselves without breaking any values of the company. The store managers said that 
the values are a guideline when hiring new personnel, they try to find people that fit 
the values of the company, which is one factor to the fact that the employees feel that 
they can relate to the values. According to the interviewees the values of the company 
can be seen in their everyday work and they use them as guidelines in hard situations. 
They said that they are understandable and concrete, they are easily adaptable to the 
everyday work. The responsibility and ethics of the company was highly valued among 
the interviewees.  
 
The interviewees felt that they are committed to the company and the brand. They use 
time outside the work hours to various activities related to work. Many of them use 
time to perfect the local social media accounts, to keep them active even though they 
are not present at the store itself. Interviewees felt, that to be able to keep the social 
media accounts interesting, they must use their free time, since there is not enough 
time during workhours. Many of them said, that because of that, it is hard to make a 
difference between workhours and free time, since they want to succeed in their work. 
They all felt that when the free time used for work related matters came from their own 
interest and willingness, it was a good thing. Then again, if they felt that it was needed 
to be accepted or to succeed in their work, it was very negative and brought up feelings 
of being insufficient and told that it eats away motivation towards the job.   
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The interviewees did not view the following of the latest news related to the industry 
as work related thing. They felt that this is purely from their own interest to the fashion 
and apparel world. They use their free time to follow the social media accounts of other 
stores in Cubus and those of the competitors. Most of them said that they follow current 
trends from different sources, Facebook groups, bloggers, YouTube and magazines. 
Some of them spends time by going through different webstores and comparing the 
products and prices of those of competitors. They also seek for customer feedback 
from different social media platforms.  
6.2 Basics of Marketing 
 
• There should be some introduction to the basics of marketing. 
• Target group of the company was well known, thanks for the efforts of the 
company. 
• Target group and consumer behavior of the own store was well known. 
• Brand strengthening was viewed as an integral part of social media marketing. 
 
The terms listed in the interview, as a part of the theme basics of marketing, were not 
all familiar to all the interviewees. However, they were quite good at explaining what 
they knew about the subjects through practical examples. It became clear, that it could 
be beneficial to the company, if some of the basic concepts of marketing were thought 
to the local social media managers, so that they could understand the drivers behind 
the purchasing decisions of the consumers, and how can they as a marketer affect 
those.  
 
The interviewees felt that the target group of the company had become clearer after 
the new effort of the company, the application for the employee training. However, all 
of them felt that there are different target groups depending on the store. Most of them 
recognized their own stores target customers and could tell the factors that influence 
their consumer habits. They felt that the location was the key factor to the kind of 
customers that they have. The stores at the capital city area sell trend products fast and 
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don’t feel like they have as much of frequent customers as of those stores further from 
there. The further away from the capital city area the store, the more time it takes from 
the customers to find the new trends and to be willing to buy them. They felt that it is 
important to acknowledge what brings the customers to the store, as they said, some 
stores get more customers by marketing new raincoats, where others by marketing the 
newest trends. There was also discussion on whether it is smart to market products that 
sell anyway, or to market products that would otherwise be left unsold.  
 
All of them felt that it is very important that all the social media accounts promote the 
brand itself in addition to the individual store. They felt that it is not the case currently, 
that many of the accounts does not represent the company as clearly as they should. 
There were also mentions on whether some of the accounts were doing damage to the 
image of the brand, as they are not managed in a way that would be beneficial to the 
brand. They feel that they understand what is good marketing and what is not to be 
posted to the social media. However, they felt that not all the current social media 
managers are aware of the contents that are allowed and considered socially accepta-
ble. One of the biggest issues that arose during this theme was the copyrights of the 
contents shared.  
6.3 Social Media Marketing 
• Consistent style in individual accounts, but also on all the brand accounts 
viewed important. 
• Individual accounts for stores were viewed as a good thing, as it is possible to 
give their customers timely information. 
• Optimal frequency for posts divided opinions, and varied between stores. 
• The influence of the local social media accounts can be seen in the sales of the 
individual stores. 
• The time and effort used for the content correlated with the amount of the vis-
ibility and engagement of the contents.  
 
The interviewees said that they strive to keep the style of the social media pages and 
pictures posted consistent, but stated that it is not the case on all the local social media 
38 
 
pages in Cubus. They pointed out that some of the special offer days brings up glaring 
posts as many of the stores try to add pictures very fast without specific planning. They 
said that many pictures include a lot of different fonts and bright colors, making them 
look messy and unprofessional. They acknowledged that the consistent style in the 
pages is not only attractive and aesthetic, but helps the consumers recognize the pic-
tures being part of their page even when seen out of content. They also said that the 
consistency of the pages should not cover only the individual stores account, but to 
have consistency throughout all the accounts of Cubus, to make sure that the customer 
understands that they are a part of the brand.  
 
According to the interviewees the contents of the posts that they upload are mostly to 
inform the customers on the current offers, new products arrived at the store, outfit 
inspirations and events, both local and those of the company. Many of them use a great 
amount of time to take the pictures themselves, as they said that the pictures that has 
themselves, friend or a colleague using the products, gets the most likes and attract 
more followers to their pages. They felt that it is good to have individual accounts for 
different stores as it creates possibility to upload timely contents. It was viewed very 
good that it is possible to inform the customers in real time of the newest products that 
arrive to the store, as Cubus Official pages might have pictures of the products that 
come to stores later.  
 
There was no mutual opinion among the interviewees to the optimal frequency of the 
posts. Some of them said that they make multiple posts per day, others stated that they 
update only the newest offers. Some of the interviewees stated that they use different 
platforms in different manner and the posting frequency depends also on the platform. 
There were some differing opinions on whether it is better to constantly update new 
content in bulks or to have less posts but with even pace. Some of them felt that more 
posts bring more followers but a counter argument stated that at the same time the 
current followers got fed up with too many posts and stop following the page, therefore 
too many posts in small timeframe does not bring the benefit wanted as the amount of 
the followers does not in fact increase, but the followers change.  
 
All the interviewees agreed that the influence of the local social media marketing can 
in fact be seen in the store and in the sales. They told that there are customers, that 
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come to the store asking for the products that they had seen in the local social media 
accounts of Cubus. Also, when they had posted pictures of the current key fashion 
items, it had in fact increased the sales of that product. However, the location of the 
store seemed to be a significant factor to the success of certain posts. For example, as 
one stated that the posts of the most fashionable items gained the best visibility and 
engagement from the followers, other mentioned that the best posts for their store are 
the ones that promote offers. 
 
The best way to get more engagement in the social media, according the interview, is 
to upload content frequently and pay close attention to the quality of the pictures. The 
pictures that show products in use or has outfit inspiration gets most visibility and 
engagement. Followers were seen to be decreasing if the contents of the pages were 
unprofessional and messy. Some followers were also gained by promoting the ac-
counts in the store to the customers.  
6.4 Technical instructions 
• Technical instructions are needed. 
• Basic instructions to the contents of the posts are needed. 
• Guidelines to the appropriate contents are needed. 
 
All the interviewees felt that there is a need for technical instructions to the manage-
ment of social media. Along with that they felt that it is important to pay attention to 
grammar, fonts used in the pictures, usage of emojis, writing with capital letters, usage 
of exclamation marks, the length of the descriptions under pictures, the tidiness of the 
store that may show on the background of the pictures and adding the date to implicate 
the special offers limited to one day. These were viewed as very basic part of being 
careful with the contents shared, but that seems sometimes be left without attention in 
social media marketing in local accounts of Cubus. They also felt that it would be 
useful to have specific instructions on how to update certain contents, such as Face-
book cover picture for example. 
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6.5 Notions, improvement suggestions   
• Copyrights need attention. 
• Unified instructions that affect all the accounts are needed. 
 
As the copyrights was one of the major issues the interviewees brought up, they wanted 
to have clear instructions for that, for everyone to follow. Many of the local social 
media managers use great amount of time for the contents of their pages, they take a 
lot of the pictures themselves and use time to plan those. They felt that it is important 
that when the contents are shared between the individual social media accounts that 
the origin of the picture was mentioned clearly. They mentioned that there have been 
multiple occasions on which the picture they had taken had started to spread from 
account to account, and somewhere along the way someone had forgotten to mention 
the original poster and that way it had ended up with wrong mention of the origin. 
They felt that it violated their copyrights to the pictures that they had taken. The biggest 
fear seemed to be that their picture would end up to the official pages of Cubus, without 
or with wrong mention of the origin. During this discussion it was established that 
there should be mutual understanding on the way that the origin is mentioned and ac-
cording to the interview it is best to mention it in the caption of the picture as does the 
official page of Cubus.  
 
During the interview it became clear that they all hope that there would be clear in-
structions on the social media management that would apply to all the stores equally. 
Instructions were hoped to be clear and unified to all the stores. There were also some 
hopes towards the employer in the form of informing the employees better on the mat-
ters influencing the social media marketing. For example, they hoped for clear instruc-
tions towards the contests established on the social media accounts. There was some 
confusion on what are the requirements for contests and what should be mentioned 
when establishing those.  
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7 CONCLUSIONS 
7.1 Motivation and business mindedness 
• Values are a key factor to employee satisfaction and motivation. 
• Motivation and commitment drives the employees work outside workhours, 
even they don’t get compensation for it. Arises mixed feelings. 
• Industry knowledge is gathered eagerly and is not viewed as a part of work. 
 
As theory suggests, motivation and commitment are some of the key factors to the 
effort that the employees are willing to put to the company’s benefit. In the interview 
it became clear that the employees appreciate the values of the company and are com-
mitted to the brand. However, there were notions on the usage of their free time to 
work related activities. Most of the interviewees said that they use or have used their 
free time to work, but tried to avoid it, as it was not clearly beneficial to them. The 
reason behind it was the feelings of insufficiency or the lack of time during the work 
hours, they didn’t feel like they’d have the time to perfect their tasks during workhours. 
The interviewees were all highly motivated and wanted to succeed in their work. 
 
It is unclear to the social media managers of local accounts in Cubus, when are they 
supposed to upload contents, take pictures and plan the posts. Many of the interviewees 
feel like the social media management is a lesser task compared to all the other tasks 
in the store, and thus feel like they are forced to do it outside work hours if they want 
the accounts stay active and interesting. This is something that could be noted in the 
workhour scheduling, there could be a specific time assigned to social media manage-
ment, to avoid confusion. For example, there could be 2-4 hours each week, that the 
local social media manager would have the assigned time to take the pictures and plan 
the weekly updates. If the contents of the week are planned, pictures edited and cap-
tions written, it would not take a lot of time to upload the content in the planned sched-
ule. This would clarify the time usage for the employees, and would give them impres-
sion that their task is valued among the company. All the activities towards social me-
dia management that happens outside of this assigned time, uploading the contents 
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aside, would be voluntary. To imagine, if some of the employees are already as moti-
vated and committed as the interview suggests, what would happen if there were some 
recognition towards social media management from the company?  
 
The recognition can be either material or immaterial, and the success of the increasing 
of the motivation by recognition is highly dependable of the drivers of the individuals. 
Some of the employees might find the scheduled time for the social media manage-
ment enough for putting extra effort for the task, when others might need more recog-
nition. Even though it would most probably be the best driver for most employees to 
provide material compensation on successful work among the social media manage-
ment, to stay cost effective, immaterial recognition is also a possibility to drive the 
local social media management to the better.  
 
It should be noted that as the employees are genuinely interested to the fashion and 
apparel industry, they use a lot of their free time to increase their industry knowledge. 
As many of them follow the current trends and the competitors, and do not view it as 
a part of their work, they are highly valuable to the company, as they keep up with the 
newest changes voluntarily. The company has succeeded well in the recruitment of the 
employees as they have found people willing to put extra effort towards the job, even 
if there currently is not any promised recognition from that. The culture inside the 
company drives the employees to be committed and motivated and as the values are 
highly relatable, the employees want to succeed in their work.  
 
To make sure that the social media managers understand the meaning of marketing 
and stay business minded while uploading contents to social media, the idea of mar-
keting should be sharpened to them. All the contents should be uploaded keeping in 
mind that its purpose is to create value to the company. The local social media man-
agers must remember and understand, that even though they might find it fun, it is 
done to gain the customers interest to come and buy products that the company is 
offering.  
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7.2 Basics of Marketing 
• There should be some introduction to the basics of marketing. 
• Target group of the company was well known, thanks for the efforts of the 
company. 
• Target group and consumer behavior of the own store was well known. 
• Brand strengthening was viewed as an integral part of social media marketing. 
 
As the basic concepts of marketing are not as familiar to all the local social media 
managers as one could hope, there should be an introduction to them. The concepts 
that should be focused on are; target group, consumer behavior, purchasing decision 
steps, brand and the responsibility of marketer.  
 
o Target group – for it affects the contents that should be uploaded to the 
accounts. 
o Consumer behavior – for it affects the actions the consumers take based on 
the marketing. 
o Purchasing decision steps – as a social media manager, one has a possibility 
to affect these. 
o Brand – the strengthening of the brand is one of the most important things 
that marketing can achieve. 
o Responsibility of marketer – is a part of good brand image. 
 
As the contents of the current introduction manuals and guides were well known and 
understood among the interviewees, it can be expected that new ones will also get a 
good response from the employees. However, this should not be interpreted as a need 
for guide for everything, only the basics that help the employees. The employees 
should always have room for their own creativity and problem-solving skills, so that 
they can feel that their individual effort is useful for the company.  
 
The location was one of the key influencers to the kind of customers that the stores 
have. With the recognition of the own stores customers, the local social media manag-
ers could be able to direct the contents of their accounts to their customers. As there is 
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a possibility to provide local information through the individual accounts, it is im-
portant that the local social media managers know who are their customers and who 
follows them in social media. If they understand the consumer behavior of their cus-
tomers, it helps them provide information that affects the purchasing decisions of them.  
 
As the social media accounts provide a possibility to the customers to contact the store 
they like to visit, the social media managers must understand the responsibility and 
possibilities that can provide. It can be beneficial if they understand how does the con-
sumers purchasing decision steps work, to understand the kind of answers they should 
give. Private messages through social media provide possibility for customer service 
that can affect the customers view of the brand. For example, there might be a situation 
where customer contacts the store through social media when they are feeling the cog-
nitive dissonance, post purchase evaluation, telling about the product that they pur-
chased. If the social media manager understands why the customer is approaching 
them with this message, they might be better equipped to answer in a way that the 
customer is satisfied. There might be occasion where the customer is given a possibil-
ity of full return or change, and the possibility itself is enough for the customer to feel 
satisfied on their decision, and they keep the product after all.  
 
It has become very clear that it is necessary to increase the understanding of the local 
social media managers that they are, in fact, promoting the whole brand in addition to 
their local store. Even though they are given a lot of freedom in the contents that they 
share, they must understand that their site is a part of a bigger whole and they must 
keep the content in line with the official style of Cubus. This can be addressed with 
mutual guidelines, but also by strengthening their image of the marketing solutions of 
Cubus.  
 
The responsibility as a marketer is very important as it affects the image of the brand. 
Even though most people might think that they understand this, it is still good to repeat 
the concepts of good marketing, just so that everyone remembers to follow them. It is 
important that the local social media managers remember to stay objective and does 
not reflect their own opinions and attitudes when promoting the brand. The style of the 
language and the contents of the pages should follow the values and objectives of the 
company.  
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7.3 Social Media Marketing 
• Consistent style in individual accounts, but also on all the brand accounts 
viewed important. 
• Individual accounts for stores were viewed as a good thing, as it is possible to 
give their customers timely information. 
• Optimal frequency for posts divided opinions, and varied between stores. 
• The influence of the local social media accounts can be seen in the sales of the 
individual stores. 
• The time and effort used for the content correlated with the amount of the vis-
ibility and engagement of the contents.  
 
For the brand image to remain consistent and strong, should the individual accounts 
follow the same style as the official account. There are some important factors for the 
brand to be recognizable and those should be unified along all the accounts that repre-
sent Cubus. As mentioned earlier the contents should follow the mutual line of official 
marketing strategy of Cubus without suppressing the creativity of the local social me-
dia managers. The contents should be consistent in the individual page, but also be 
recognizable to be a part of the brand. This can be achieved by helping the local social 
media managers recognize the main factors that make the brand recognizable for the 
customers. As the lack of thought given to the posts was viewed as a problem, it would 
help if the uploaded contents were planned. The contents should not be uploaded with-
out giving it a thought, will this be beneficial to the company and the brand?  
 
The individual accounts of the stores give specific value to the customers, by giving 
them timely and location tied information, that would not be available as clearly with-
out the local accounts. The value given to the customer, is value gotten to the company 
in return. When managed correctly, the local social media accounts can bring value to 
the company, in a way that could not be possible in other means. Therefore, it is im-
portant that all the existing accounts are managed properly, so that it can be beneficial 
to the company.  
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There is no one real answers to the optimal frequency of the posts. There are as many 
opinions as there are social media marketers, but a good rule of the thumb is to keep 
posting as long as it gets good response. Too many posts in a short time frame might 
not be a good idea, as the followers might get fed up with their newsfeed filling up 
with the posts of one single account. Too little posts and the page does not get the 
visibility it could. Therefore, it is good to follow the statistics of the visibility and 
engagement the posts get, one can analyze what kind of content gets the best response, 
and what does not gain interest. If the posts get visibility and engagement, the social 
media manager can keep posting, but if there is to be seen decreasing of the followers, 
there should be some actions taken. Sometimes less is more.  
 
The value the local social media accounts bring to the company is undeniable. As the 
social media as a marketing solution is increasing day by day, it is crucial that compa-
nies have presence there. The influence of the individual accounts can be seen in the 
sales of the stores and in the visibility the accounts gain. As it became clear in the 
interview, the time and effort put to the management of social media accounts corre-
lated with the visibility and engagement of them, one can only imagine what would 
happen if there would be a little more effort from each individual account. If the po-
tential of the local social media accounts as a factor increasing the sales would be paid 
more attention, the benefit of those could increase considerably.  
7.4 Technical instructions 
• Technical instructions are needed. 
• Basic instructions to the contents of the posts are needed. 
• Guidelines to the appropriate contents are needed. 
 
Technical instructions should contain;  
o Setting up business pages, connecting them 
o Getting people to see and like the pages 
o Making the posts and sharing them between platforms 
o Making event posts and inviting people to join 
o Getting visibility and engagement 
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o Editing the pictures 
o The sizes for the pictures 
 
Basic instructions to the contents of the posts should contain; 
 
o Finding the pictures 
o Taking the pictures 
o The visual look of the pictures 
o Appropriate content and length of the captions and texts 
o Spelling and usage of emojis 
 
Guidelines to the appropriate contents should contain; 
 
o Political correctness and socially acceptable content 
o Copyrights 
o Objectivity as a marketer 
7.5 Notions, improvement suggestions   
• Copyrights need attention. 
• Unified instructions that affect all the accounts are needed. 
 
Copyrights are challenging in social media, as contents get shared all the time and the 
original poster might get lost along the way. However, as a local social media manager, 
one represents the company, and it is highly important that the copyrights are pro-
tected. It is not suitable to take just any contents from the internet and use it in the 
marketing of the company, without the consent and reference of the original maker of 
the content. Sometimes it is hard to know what kind of contents are protected by cop-
yrights, but a good rule of the thumb is, that if you did not make it, from start to end, 
it’s not yours. There is an incredible amount of contents throughout the internet that is 
free to use in commercial purposes, but one must know how to find it.  
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As a lot of the pictures shared in the accounts of Cubus are taken by the local social 
media managers, it is important to protect their copyrights also. When uploading con-
tent to the local account, the social media managers give consent to sharing the picture 
inside the company’s marketing. However, the property right of the one who has taken 
the picture does not end there and it is very important, that when sharing the contents, 
the references are correct. There should be agreement on the way that the references 
are put to the posts, so that there would not be mistakes and the social media managers 
must be very careful to give the credits to the one that they belong. As many of the 
local social media managers who take the pictures are very proud of their work, they 
must be recognized appropriately by putting the references right.  
 
To make sure that all the local social media managers are on the same line with each 
other, there should be clear instructions that affect all the accounts and all must follow. 
If the guidelines are not followed, the pages should be shut down, so that there would 
not be harm done to the brand. The company should be open and clear on the infor-
mation regarding the social media management and there should be specific instruc-
tions applying to all the stores equally about the matters in social media that need the 
consent of the higher levels of the company, contests for example.  
7.6 Reliability and validity of the study 
Reliability of this study is evaluated by the possibility to repeat it at the same time by 
another researcher. Time is a crucial element to this study’s reliability, as the social 
media is evolving rapidly and the subjects of the research gather new information all 
the time. If the interview were to be repeated after few years, the answers could have 
changed radically. However, if another researcher would have done the research at the 
same time, the results would have been similar. As the interview included employees 
who are highly interested to the matter at hand, it gave information that would not have 
been available in any other way. If the interviewees had been chosen differently, there 
is possibility that there would not have been answers relative to the study. If the re-
search were to be implemented in any other way, the amount and quality of the data 
could have been lesser.  
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As this is a case-study, there is a possibility that the opinions and experiences of the 
researcher has affected the way the data is analyzed. However, as the conclusions has 
been strengthened by the data gathered from the interview, it is highly possible that 
another researcher would have come to the same conclusions from the same data. If 
the research were to be repeated by another researcher with no experience of the case, 
there is a possibility that the chosen theory and the questions asked were different, in 
which case the results of the study would have altered and wouldn’t necessarily answer 
the same research questions.  
 
Validity of this study is evaluated by the number of answerers and relative data gath-
ered. There are 48 Cubus stores in Finland, from which there were 8 representatives in 
the interview. That makes approximately 17% of the stores in Finland that were rep-
resented in the interview. As the interviewees were from different cities, all over Fin-
land, also the geographical factor was well covered. The amount of data gathered from 
the interview was impressive, approximately 7600 words in the relative answers alone. 
There were second to none of the unrelative conversation during the interview, most 
of the data could be used in the research.  
 
To ensure that the interview would reflect reality, the interviewees were given an op-
tion to send a private message to the interviewer, if they felt that they don’t want to 
express their true emotions for everyone. Interviewees did not take advantage of this, 
but spoke rather freely with each other. This option was given to ensure that the an-
swers would not be given by what they thought that others wanted to hear, or what is 
considered socially acceptable in this case. The interviewees had quite mutual opin-
ions, but there were some instances where they disagreed and expressed that freely, 
which in turn created vivid conversation on the matter. 
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8 SUMMARY 
The research questions were; What should be known when doing social media man-
agement? What should the local social media manager know? What kind of things 
does the company emphasize in its marketing and what does it require from local social 
media managers?  
 
The first question was answered with the theory part of this thesis, these are the mini-
mum requirements for a social media manager to know when creating contents to so-
cial media. The basics of marketing and the social media marketing is quite large area 
and to be successful social media marketer, one should get themselves acquainted with 
the theory of marketing along with continuously following the changes in the world of 
social media. The requirements of the knowledge for a local social media manager are 
lesser. There are some basics from the theory that should be understood by the local 
social media manager, but as the task is not relatable to the creation of whole marketing 
plan when it comes to the responsibility of it, there is no need for them to be marketing 
professionals. The most important thing for a local social media manager to understand 
and to be committed to, is the strengthening of the brand. As all the accounts are mar-
keting the brand, it is important that all of them follow same style, values and objec-
tives as the company.  
 
The company’s values are a great guideline for all the actions of it. The things that are 
emphasized in its marketing can be found from the values also; Business Minded, Pas-
sion, Happiness, Make it Easy, Friendship and Responsible. The local social media 
managers must be committed to these values to be able to manage the local social 
media accordingly.  
 
As the management of local social media is very time consuming, it is important that 
the manager of it is motivated and committed to the task, to be certain that the pages 
reach up to the standards of the company. To improve this even further, the company 
could provide the local social media managers with time to manage the pages during 
workhours, thus creating more enthusiasm to create contents that will match the style 
of the brand and therefore strengthening it. Acknowledgement from the work, be it 
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material or immaterial, could go a long way in improving the status of the local social 
media accounts. Even if the local social media managers would know exactly how and 
what to do with the social media accounts, it is not self-evident that they would do it 
as such, since it requires a lot of commitment. As it has been established in this thesis, 
the time used for the social media management, correlates with the quality, engage-
ment and visibility of the pages, which in turn creates visibility for the brand, and when 
done well, might strengthen it. Well managed accounts will bring more customers, 
customer loyalty and sales to the company. 
 
The guide will help the local social media managers to know what should be done and 
how. It will require enthusiasm, motivation and commitment from the local social me-
dia managers for the guide to be successful, as the understanding of the contents of it 
cannot be tested. The previous experiences promise a good response from the employ-
ees to the guide and the interview proved that it has been awaited and expected.  
 
The contents of the guide are based on the theory, interview and the experiences of the 
researcher. The guide is implemented in a way that it follows the style and values of 
the company to be sure that it reflects the brand and works to strengthen the brand 
knowledge and commitment inside the company, amongst the employees. The imple-
mentation of the guide has been thought as such, that the employees would have easy 
access to it and would have time and interest to read it and use it. Guide is implemented 
in Finnish and in English. (Appendix 2 & 3.) 
 
During the writing of the thesis, the main concepts of marketing was clarified and the 
connection of those to social media marketing became clear. It took a lot of thought to 
write in a way, that does not take anything as self-explanatory. Opening the familiar 
concepts to the readers, was something that had to be learned along the way. As this 
was made as a case-study, the experience gained from the inside the company was 
essential, but sometimes caused situations where it was difficult to differentiate the 
general knowledge and the knowledge gained by experience. The project was reward-
ing; the support that the theory and the empirical research gave to the initial arguments, 
now give a justification to the statements made in the thesis and in the guide. The 
project gave valuable experience on how to solve possible problems in work life. 
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APPENDIX 1 
TEEMAHAASTATTELU 
 
Perustiedot; 
• Titteli 
• Kuka myymälässä hoitaa somen? 
 
Motivaatio & Business Mindedness; 
• Sitoutuminen: Brändin arvot, tavoitteet 
• Oman ajan käyttö 
• Seuraaminen:  
o myynnit  
o muut myymälät 
o kilpailijat 
o trendit 
o Facebook-ryhmät 
o tilastot 
 
Markkinoinnin perusteet (onko käsitteet tuttuja) 
• Kohderyhmä – Tiedätkö Cubuksen kohderyhmän? 
• Kuluttajakäyttäytyminen – Cubuksen kohderyhmän käyttäytyminen? 
• Tarvehierarkia – Tiedätkö mihin psykologiseen tarpeeseen Cubuksen tuotteet 
ovat? 
• Ostovaiheet – Tiedätkö mihin voit itse vaikuttaa markkinoijana ja myyjänä? 
• Brändi – Brändin rakentaminen somessa, pidätkö tyylin yhtenäisenä, koros-
tatko Cubusta? 
• Vastuullisuus markkinoijana – Tiedätkö mitä sisältöä saa ja mitä ei saa lait-
taa? Muistatko pysyä objektiivisena ja noudattaa tekijänoikeuslakeja? 
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Sosiaalisen Median markkinointiprosessi 
• Näkyvyyden saaminen – miten? 
• Sitouttaminen – miten? 
• Suosion kasvattaminen – miten? 
• Yhteisö – miten? 
• Brändin vahvistaminen, mainostamisen muuttuminen myynneiksi – ollaanko 
onnistuttu, miten, näkyykö myynneissä, näkyykö myymälässä? 
• Sisältö – mitä ja miten usein? 
• Reagointi 
o myynnit  
o muut myymälät 
o kilpailijat 
o trendit 
o Facebook-ryhmät 
o tilastot 
 
Facebook & Instagram 
• Teknisiä ongelmia – mitä? 
• Ohjeiden tarve, sisältöön, teknisiin asioihin? 
 
Mitä voitaisiin tehdä paremmin? 
• Ohjeet, opetus, perehdytys;  
o markkinointi 
o brändi 
o sisältö 
o sosiaaliset mediat 
o tekniset ohjeet 
• Motivoiminen, sitouttaminen 
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